Changing perceptions of brands in
news media
Australian banks and financial institutions remain among the best performing and
safest in the world, despite poor perceptions created in the lead-up to the
establishment of a royal commission into the conduct of banks and the financial
sector.
Banks, in particular, became the focus of political debate after Commonwealth
Bank’s Comminsure was accused of unethical behaviour towards policy holders
for which the bank later apologised, followed by alleged breaches of money
laundering and terrorism financing law that has led to civil action in the Federal
Court.
Other banks became swept up in the political push for a royal commission, with
accusations of rigging of the bank bill swap rate which have led to formal
charges.
Edelman’s consumer study into the banking reform program reveals that 69 per
cent of respondents showed neutral to low trust in the banking industry. Of these
doubters, 85 per cent believed the banks are driven by profit, 52 per cent
believed they are not open or transparent with terms and fees and 40 per cent
believed the banks were unethical.
Yet, the banking sector remains strong, delivering close to 80 per cent of its
profits to shareholders according to Australian Bankers’ Association data – with
the earnings of the Commonwealth, Westpac, NAB and ANZ totalling more than
$31 billion in 2017.

National Australia Bank chief executive Andrew Thorburn recognises mistakes
have been made and the banks must acknowledge them.
“We have to own those, be accountable for them and we need to rebuild trust with
the Australian people,” Mr Thorburn said. “That’s absolutely what we’re going to
do.
“For people to not just have confidence in the industry, but to have trust in it.”

Bank on trust
News media – through its broad reach to potential consumers of financial services
– presents an opportunity for banks to help rebuild trust with consumers through
the presentation of advertisements in premium, brand safe environments.
This can be largely attributed to the idea of transferable trust. The notion
suggests that trust means having credibility, and it cannot simply materialise.
Trust needs to be earned over time.
“Transferable trust occurs when there is trust in someone (or an entity) and they
speak on behalf of another person or entity (like opinion leadership). Marketers
need to identify which persons (or entities) can be used to transfer trust on their
behalf,” says senior lecturer at Curtin University Dr Russel Kingshott.

Dr Kingshott said that there was potential for trust to transfer from news media to
the banks.
“This is a ‘safe’ strategy and will work if the target audience affiliates with the
medium you are advertising in, and that medium is also perceived by the target
audience as being credible and unbiased.
“Such an environment (and I mean medium here such as a credible media outlet)
is a potential avenue for trust transference where stakeholders (that are exposed
to the advertising) trust the outlet and this in turn is transferred onto the brand,”
he said.
Galaxy Research’s AdTrust study, commissioned by NewsMediaWorks,
demonstrates that news media – particularly print – is trusted significantly more
than most other mediums.
The study asked consumers to rate several different mediums against a set of 20
individual elements and characteristics, including reliability, usefulness, affect
and willingness. The results showed that National, Regional, Community indexed
higher than all other mediums.
Digital news media indexed higher than other online media.

Creating opportunity for financial products
Marketers and consumers agree – news media is a trusted medium. However, it is
a medium that is under-utilised by the financial sector, meaning a huge
opportunity is being lost.
The reach of news media to potential clients is exceptional, with the medium
reaching 89 per cent of people in the market for insurance and 89 per cent who
are after a loan.
However, many in the financial market are missing the opportunity.
Offline advertising spend across three types of financial products – insurance,
consumer credit and savings and investments – totals $514 million. Of this, only
$52.5 million is directed toward newspapers.

Savings and investments is the biggest investor in the medium, spending 31 per
cent of its allocated offline ad spend of $93 million to newspapers, totalling $29
million.
Only 9 million of insurance’s $300 million offline ad spend is directed to
newspapers, around 3 per cent.
It is ironic that insurance’s ad spend in newspapers is the least out of those three

categories, when the opportunity to reach new customers may be the highest.
One in four Australians are looking to purchase or switch an insurance policy in
the next 12 months. News media reaches 89 per cent of this group, or 4.1 million
readers. Travel is overwhelmingly the most sought-after form of insurance,
followed by health and comprehensive car insurance.

Loans are also popular among those news media reaches. Ninety per cent of
readers are after a home or investment mortgage, refinance mortgage, investor
loan or personal loan, which is about 1.9 million.

The business and finance section of the newspaper is the best to appeal to
potential customers, being read by 5.2 million Australians. Of them, 1.3 million
are in the market for insurance products, while 555,0000 are looking for a loan or
mortgage.
Digital news media marginally reaches more readers who are looking for
insurance and loans than newspapers, at 73 per cent versus 68 per cent and 74
per cent versus 68 per cent respectively.
However, studies have found that engagement with print media advertising is
higher than other platforms. A 2015 neurological study commissioned by the US
postal service found that time spent, the emotional response and desirability of an
advertisement was increased when in print media.
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